be, as much a consumer of foreign intellectual and artistic influences as it has been a shaper of the world's entertainment and tastes. What I want to emphasize, therefore, is how reciprocal America's cultural connections with other countries really are.
That is not an argument with which many foreigners (or even many Americans) would readily agree. The clichés about American's cultural "imperialism" make it difficult for most people to recognize that modern global culture is hardly a monolithic entity foisted on the world by the American media. Neither is it easy for critics of It is precisely these foreign influences that have made America's culture so popular for so long in so many places. American culture spread throughout the world because it has habitually drawn on foreign styles and ideas. Americans have then reassembled and repackaged the cultural products they received from abroad, and retransmitted them to the rest of the planet. In effect, Americans have specialized in selling the fantasies and folklore of other people back to them. This is why a global mass culture has come to be identified, however simplistically, with the United States.
There are other reasons, of course, for the international popularity of American culture. Certainly, the ability of America's media conglomerates to control the production and distribution of their products has been a major stimulus for the worldwide spread of American entertainment.
Moreover, the emergence of English 2) as a global language has been essential to the acceptance of American culture. One billion people on the planet, at the beginning of the 21st century, speak some form of English. People who have learned English as a foreign language now outnumber those who are native speakers.
Yet more significant than its diffusion around the world is the effectiveness of English (unlike German, Russian, Chinese, or even French and Italian) as a language of mass communications. Its simpler structure and grammar along with its tendency to use shorter, less abstract words and more concise sentences are all advantageous for the composers of song lyrics, ad slogans, cartoon captions, newspaper headlines, and movie and TV dialogue. English is thus a language 2) Peter Lev, The Euro-American Cinema (Austin: University of Texas Press, 1993) , 75.
exceptionally well-suited to the demands of American mass culture.
Another factor contributing to the globalization 3) of American culture is the size of the American audience. From the 1920s on, America's artists and entertainers have benefited from a huge domestic market. This market has provided an economic cushion for the producers of American mass culture, a cushion unavailable in many other countries. The possibility that American filmmakers and television executives could retrieve most of their production costs and make a profit within the borders of the United States in turn encouraged them to spend more money on stars, sets, special effects, location-shooting, and merchandising-the very ingredients that attract international audiences as well.
But the power of American capitalism, the worldwide familiarity with English, and the economic advantages of a large home market do not by themselves account for America's cultural ascendancy.
American entertainment has always been more cosmopolitan than "imperialistic." It is this cosmopolitanism that helped make America's mass culture 4) a global phenomenon.
In short, the familiar artifacts of American culture may not be all refugee 10) painters, sculptors, and art dealers, yet their work becameat least for a time-the world's most dominant form of art.
But it is in popular culture that America's embrace and reshaping of foreign influences can best be seen. The American audience is not only large; because of the influx of immigrants and refugees, it is also international in its complexion. The heterogeneity of America's population-its regional, ethnic, religious, and racial diversity-forced the media, from the early years of the 20 th century, to experiment with messages, images, and story lines that had a broad multicultural appeal. The Hollywood studios, the mass-circulation magazines, and the television networks had to learn how to speak to a variety of groups and classes at home. This has given them the techniques to captivate an equally diverse audience abroad. The American domestic market has, in essence, been a laboratory, a place to develop cultural products that could then be adapted to the world market.
One important way that the American media succeeded in transcending internal social divisions, national borders, and language barriers was by mixing up cultural styles. American musicians and composers have followed the example of modernist artists like These divergent interpretations were shaped almost entirely by the distinctive cultural assumptions and expectations of viewers in disparate parts of the world. Such dissimilar responses to the same television soap opera suggest that global entertainment has produced not a homogenous or a monocultural world, but a reinforcement of cultural diversity.
If anything, the globalization of mass communications sometimes leads not to cultural uniformity but to cultural fragmentation. The shared cultural experience that came from watching one or two television channels, or seeing movies with hundreds of others in a movie theater, has given way to multiple choices among hundreds of TV programs broadcast on satellite and cable stations, to family decisions about when to watch a movie or a television program on their VCR's or DVD's, and to more and more time spent by individuals on computers and the Internet. With these devices, we may be connected to the world, but often in our own way and at our own time, according to our own specific desires.
English, for instance, may have spread throughout the world but it has not thereby become a universal language, understood in the same way by everyone everywhere. Instead, millions of non-native speakers add their own words and meanings, creating a hybrid language that is less a reflection of British or American culture than one rooted in local needs.
Moreover, the critics of the international media conglomerates may have misjudged the ability of national, regional, local and ethnic cultures to survive and even to flourish in an age of globalization. Australia is a classic example of these regional forces at work.
Until 1945, the dominant "foreign" culture in Australia was British.
Afterwards, American popular culture became increasingly influential.
But in the last two decades, as Australia has developed closer economic ties with the countries of the Pacific rim, and admitted larger numbers of immigrants from Vietnam, China, and Japan, Australians have begun to see themselves increasingly as a multicultural society-part European, part British, part American, and part Asian.
In fact, the Australian experience illustrates the degree to which global culture has been eclectic rather than homogeneous, a culture made up of elements from many different countries and continents.
Finally, the movie and television industries in other countries are starting once again to capture the attention of local audiences. German television viewers increasingly favor dramas and situation comedies made in Germany. In Poland, which was inundated with American exclusively American) while at the same time preserving our attachments to a neighborhood, a town, a region, or a nation?
One answer is that people in the future might have to maintain a dual set of allegiances-one to their local or national traditions and institutions, the other to an international culture. These multiple identities and divided loyalties can be paralyzing. And they can also lead, as we've been recently and tragically reminded, to a fanatical and totalitarian rejection of modernity.
Yet they may also be liberating because people can decide which cultural influences they allow at any moment into their lives. Given the innumerable and often competing cultural influences with which we all live daily, we have no choice except to choose. 
